This study examined condom print advertisements published in four continents (Europe, Asia, North America and South America) to determine differences in emotional appeals used, the presence of sexually-charged images, the visual metaphors applied, and the themes stressed.
to which the advertisement employed nude, scantily dressed models of either gender, and any form of sexual suggestiveness, including the implicit or explicit benefit of gaining attractiveness in sexual or sensual ways through condom use. Post-advertising sales response studies have shown that sex can be very effective for attracting immediate interest, holding that interest, and in introducing a product that somehow correlates with that interest (Reichert, 2002) . Gallup & Robinson (2011) , an advertising and marketing research firm, reports that the use of the erotic is one of the more dangerous techniques for the advertiser. Weighted down with taboos and volatile attitudes, sex is a "code red" advertising technique that should be handled with care. This task becomes even more complex and controversial in multicultural environments where culturally-derived values and beliefs serve as norms that determine when certain images are appropriate and when they are not.
In short, whether consumers perceive condom ads as creative or obnoxious is highly influenced by their respective cultural backgrounds. Numerous scholars have observed that standardized advertising is not desirable because traditional perspectives, consumer tastes and government regulations vary considerably (Taylor and Raymond, 2000) , especially for sex-related products. 
Naked Bodies and Sexual Scenes
The second research question asks to what extent naked bodies or sexual scenes were present in the condom ads and if the four places differ in terms of the presence of these visual elements in the ads. As Table 2 shows, about 87% of the sample did not show naked bodies or sexual scenes, suggesting caution and wariness with the use of such images in different cultural settings. These images were observed only in about 16 ads (13%), the majority of which (13 ads) was published in Europe; none came from North America. Examples of ads that made use of these sexual representations are shown in Figure 2 .
